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INTRODUCTION
Nowadays, the utilization of technology has spurred the competition in the world and put the professionalism in all areas of business specialization in the highest rank. In practice, such utilization tends to rely on others who are considered professionals in certain fields than in spending time to take care of everything about the areas that are not under their control. In keeping with this trend, the leadership and management of TIKI are trying to achieve business specialization in the field of cargo and logistics in a professional manner in accordance with the times today that require a consistent business partner and has excellent service and be competitive, especially in this globalization era.
PT. Titipan Kilat abbreviated as TIKI is the courier company which was founded in 1970 that has tried to create other specialized fields in the form of business entity that is expected to answer the challenges of the business world, namely in the areas of logistics and distribution as well as in cargo agents. As such, it is established the business entity engaged the transportation logistics and cargo service, PT. TIKI INDONESIA abbreviated as TIKINDO. Processing of logistics and cargo services in a professional service requires special handling by specialized experts, with considering that the risk inherent in the more complex operations and also related to other parties in the concerning of handling of business activities from the beginning to the end.
Thus, a company engaged in logistics services and cargo service of PT. TIKINDO is supposedly to be able to conduct its operations and gained the trust of the relationship and has extensive relationships with airlines, ships, land transportations and governmental agencies related to the business of TI-KINDO. To provide quality services to the customers, management of PT. TIKI always strive to provide quality services and in accordance with the wishes of the people so it is attracted the attention of customers and strengthen the power of employees of PT. TIKI especially the service customers, especially on the appearance and skills of PT. TIKI.
The impact that can be seen by the lack of good quality service is that the customer will move to other delivery services, if other delivery services can provide a service for which the customer desires. So that good service will generate a good response too. However, poor service customers will spend the breath of patience.
Satisfaction is a dynamic process and should always be monitored regularly by a manufacturing or service company. Because, basically, the satisfaction which produces profit or revenue to the company. Satisfaction can be changed, this is because the higher the expectations or hopes, that requires a higher quality. Increased levels of competition especially in the areas of communications, including advertising and promotional activities and promises of information received by the customer is ultimately raise customer expectations.
As argued above, this research will focus on "how the dimensions of service quality such as Tangibles, Reliability, Responsiveness, Assurance and Empathy establish the service quality?"
THEORETICAL FRAMEWORK AND HYPOTHESIS Definition of Marketing
Marketing was arising because of the diverse and infinite in human needs, which is one of the main activities undertaken by the company. Marketing has enabled all of them take place, because marketing itself is a study of the exchange process that is how the transaction began, motivated and consumed. However, the goal of marketing is to understand about the wants and the needs of consumers for products or services which can they sold. Thus, marketing activities should be oriented to give satisfaction to the consumer.
The definition of marketing, according to Kotler (1997: 8 ) is a social process in which individuals and groups obtain what they need and want by creating, offering and exchanging products of value with others. According to Sumarni (1996: 5) Marketing is human activity directed at satisfying needs and wants through exchange processes.
Definition of Services
Some authors express the definition of services as follows: as quoted by Alma (2004: 243) , Stanton (1981: 529) This means that service is something that can be separately identified intangible assets, offered to meet the needs. Services can be generated by using tangible objects or not.
According to Tjiptono (2002: 23) , services are activities, benefits or satisfaction offered for sale. Examples: workshop, courses, educational institutions, telecommunications, transportation, and others. Formulated by Kotler et al. (1996) cited by Tjiptono (2002: 23) defines a service as any act or actions that may be offered by one party to another that is essentially intangible (not a physical shape) and did not result in ownership of something. Production may result in any ownership.
One of the main ways to define a service company is providing services of higher quality than competitors consistently. The key is to meet customer expectations of service quality targets. Customer expectations are formed by the experience of past actions or discussions of mouth to mouth and ads of services companies or they are comparing the experienced services with the expected services when the services that they experienced were not approximating to the expected, then, customers will not repeat the use of the services again.
The first impression in obtaining services is to greatly to see whether the customer will use the services again or not. 
Service Quality
Improving the quality of the service industry is a major goal in general, so the quality strategy must be translated into a real program in the organization. Formulated by Garvin & Davis (1994) , quoted by Ross (2004: 41) states that quality is a dynamic state associated with products, people / workforce, processes and tasks, and environments that meet or exceed the expectations of customers or consumers. Service quality in the definition is not always appropriate to be used by various companies. Thus, many service companies that define quality based on objective, fact and there are many companies that combined best aspects of existing definitions and then formulate its own definition. According Wyckof in Lovelock, (1998), quoted by Ross (2004: 47) , service quality is the expected level of excellence and control over the level of excellence to meet customer needs. According to Tjiptono (2000: 59) that service qualities are centered on efforts to meet the needs and desires of customers and delivery accuracy to offset the customer's expectations. Kotler (1997: 49) defines quality as whole characteristics and the nature of a product or service that affects its ability to satisfy stated or implied.
From the definition above it can be concluded that service quality to be started from the customer needs and ends at the customer's perception. This means that the image quality is good is not based on the point of view or perception of the party providing the service, but based on the perception or the customer's perspective. The customers who enjoy the consumption of services and enjoy the company, so that they are who determine service qualities.
Parasuraman, Zeithaml and Berry have done specific research on several types of services and have identified 10 major factors that determine service qualities. 10 factors include Parasuraman et al. (1985) : a. Reliability includes two main things, which are consistent work and the ability to be trusted (dependability 
Customer Satisfaction
Today many people are paying attention to customer satisfaction. More and more manufacturers are engaged in fulfilling the needs and desires of consumers caused each company to put orientation on customer satisfaction as a primary goal. At this time, it is very important for us to understand consumers and how consumers choose between alternative services offered and how they evaluate the service after they receive the service. For many experts who provide a definition of customer satisfaction. Day in Tse and Wilton, (1988) , quoted by Ross (2004: 104) states that customer satisfaction or dissatisfaction is the customer response to the evaluation of discrepancies/confirmed that advised the previous expectation (or other performance norms) and the actual performance of a product that is felt after its use. Engel et al. (1990) , quoted by Ross (2004: 104) reveals that customer satisfaction is an evaluation of the buyer, where the alternative is chosen at least give the results (outcomes) equal or exceed customer expectations, while dissatisfaction arises when the results obtained not meet customer expectations. The marketing expert Kotler (1994) , quoted by Ross (2004: 104) pointed out that customer satisfaction is the level of one's feelings after comparing the performance / results he felt compared to his expectations.
There are similarities among some of the definitions above that is related to the components of customer satisfaction (expecta-tions and performance / outcome is perceived). Generally, customer expectations are the estimates or beliefs about what the customer would receive if he buy or consume a product (goods or services). While the perceived performance is the customer perception of what he received after consuming the product purchased. Conceptually, customer satisfaction can be described in Figure 1 . Tjiptono (1997: 26) also states that in evaluating the satisfaction of a particular firm, the determinants that are used can be any combination of the determinants of satisfaction with the products and services. Generally, consumers are frequently used aspects of the service and quality goods and services purchased.
Effect of Service Quality to Customer Satisfaction
The service quality as the level of corporate excellence in customer service is an important factor in a service company. PT. TIKI as one of the company's services should be able to provide services in accordance with what was expected by the customer. Customer will provide a response/feedback on the different services provided by PT. TIKI. Customers will be satisfied if PT. TIKI was able to meet their expectations by providing the appropriate level of service. Instead, the customer will be dissatisfied if PT. TIKI was unable to meet their expectations. So the level of satisfaction can only be felt and measured when one becomes a customer of PT. TIKI after several years. Based on the experience of being a customer of PT. TIKI, one can measure the extent of satisfaction that was obtained on service quality by PT. TIKI.
According to Tjiptono (1997: 26) states that in evaluating the satisfaction of a particular firm, the determinants of consumer uses are the aspect of service and quality goods and services that purchased. While Gerson (2004: 11) states if a company providing quality and good service, then customer satisfaction will follow. Tjiptono cited by Parasuraman (1997: 26) states in evaluating the services that are intangible, customers generally use some of the attributes are With the good service quality, it will create an extent of customer satisfaction. High satisfaction will create an emotional attachment to PT. TIKI, not just a rational preference, and the result is high customer loyalty.
Hypothesis
Based on this background, definition of the problem, objectives of the research and the basic theory, the hypothesis can be formulated as follows: Service quality in PT. TIKI Branch of Kedung Sari Surabaya was formed by the dimensions of tangibles, reliability, responsiveness, assurance, and empathy. There are the effects of service quality to customer satisfaction on PT. TIKI Branch of Kedung Sari Surabaya.
RESEARCH METHOD
The research was conducted through a quantitative approach using a model to analyze the data in this study is Structural Equation Modeling (SEM). The measurement model of tangibles, reliability, responsiveness, assurance, empathy, service quality, and consumer satisfaction factors are using Confirmatory Factor analysis. On the other side to get the research conceptual framework, it is drafted in Figure 2 .
Population and Samples
Population is a set of individuals or elements that have the same traits or characteristics and the object or aims in this study were customers in PT. TIKI Branch of Ceding Sari Surabaya.
The sampling procedure used to obtain the respondents are non-probability sampling with a type of purposive sampling, a technique in which the determination of the sample based on the considerations of the criteria or specific traits that will be sampled, namely: a. All customers of PT. TIKI Branch of Kedung Sari Surabaya available during sampling conducted by researchers. b. Customers who are considered adults and understand what is meant by researchers with the age limit of 17-55 years.
Attributes that are used include 18 attributes and because of time constraints become an obstacle, then the research the sample were taken or the number of respondents who are considered representative of the population totaled 100 peoples from the number of attributes Ferdinand, (2002: 48) .
Research Variables and Operational Definitions
Variables observed in this study consisted of several variables. These variables are as follows: Service Quality Is the expected level of excellence and con- trol over the level of excellence to meet customer desires (Nasution 2004: 47 
Research Limitations and Assumptions
Limitation of this study is customers on PT. TIKI with a sample of 100 peoples. While the assumptions used in the study so as to produce good results is to use a significance level of 5%.
Types and Sources of Data Types of Data
In this study the collected data sourced from: ISSN 2087-3735 Increasing the Service … (Achmad Daengs GS) Primary data, which is obtained directly from genuine sources (not through an intermediary medium) PT. TIKI Branch of Kedung Sari Surabaya. Secondary data, which is taken from documents or records in PT. TIKI Branch of Kedung Sari Surabaya.
Source of Data
Sources of data from this study obtained from: Customers of PT. TIKI Branch of Kedung Sari Surabaya.
Data Collection
Interview, the data collection techniques to conduct interviews (frequently asked questions) directly to the customer to obtain the data.
Questionnaire technique, the method of data collection by using instrumental (questionnaire) for those customers who act as respondents.
Model and Technical Analysis
The model used in this study is Structural Equation Modeling (SEM). Measurement model of tangibles factor, reliabilities, responsiveness, assurance, empathy, service quality, satisfaction customer, was done by using Confirmatory Factor analysis. The effect assessment of each independent variable on the dependent variable is done by using path coefficients. The steps in the analysis of SEM measurement model with examples of factors Tangibles performed as follows: Factor Dimensions Tangibles equation:
X1.1 = λ 1 Tangibles + er_1 X1.2 = λ 2 Tangibles + er_2 X1.3 = λ 3 Tangibles + er_3
If the above equation is expressed in a measurement model to be tested in the unidimensionality through Confirmatory factor analysis, then the measurement model with examples of Tangibles factor will appear Figure 3 .
Likewise, other factors such as reliability, responsiveness, assurance, empathy, quality service, customer satisfaction. value, then it can be assumed that the data distribution is not normal. 3. Normal Probability Plot. 4. Linearity by examining scatter plots of the data by selecting pairs of data and see patterns of spread to suspect the presence or absence of linearity.
Model Assumptions (Structural Equation
Evaluation of Outliers 1. Observed value of Z-score: the provision among ± 3.0 is non outlier.
2. Multivariate outliers are tested with distance criteria of Mahalanobis at the level of P <0.001. The distance was tested with ChiSquare (χ²) with df is the number of variables. Conditions: when the Mahalanobis > from the (χ²) value is a multivariate outliers.
Outlier is an observation or data that has unique characteristics that look very different from other observations and appear in the form of extreme value for a single variable or combination of variables.
Singularity detection and Multicollinearity
It is conducted by observing the matrix of determinant covariance. With the provision if the sample matrix determinant close to 0 (small), then there multicollinearity and singularity.
Validity and Reliability Test
The validity concerning of the level of accuracy achieved by an indicator in assessing something or accurate measurement of what should be measured. While reliability is a measure of internal consistency of the indicators of a construct that indicates the degree to which each indicator was identified a common construct.
Because of the multidimensional indicators, then validity test of each latent / construct variable will be tested by looking at the loading factor of the relationship between each variable and latent variable observed. While the reliability test are tested by construct reliability and varianceextracted. Construct reliability and varianceextracted was calculated by the following formula:
Note: CR = Construct Reliability CE = Construct Extracted StdLoad = Standardize Loading. While εj can be calculated by the formula εj = 1 -(Standardize Loading). In general, the acceptable construct value of reliability was ≥ 0.7 and variance extracted was ≥ 0.5. Standardize Loading can be obtained from the output of AMOS 4.01, looking at the estimated value of each construct Standardize regression weights of each grain as an indicator.
Testing of Hypotheses and Causal Relations
The direct effect (path coefficients) were observed from the standardized regression weights, by testing the significance of the comparison value of CR (Critical Ratio) or p (probability) is equal to the value of t-test. If the t-test is greater than t-table it is mean significant.
Testing of Model with the Two-
Step Approach Two-Step Approach to structural equation modeling (SEM) was used to test the model presented in Figure 4 . Two-step Approach is used to solve the problem of data samples is small compared to the amount of instrumentation point that used, and the accuracy of the best indicators of reliability can be achieved in this Two-step approach. Twostep approach aims to avoid the interaction between the measurement model and structural model of the One-step approach.
It is performed in a two-step approach to SEM such as: estimation of the measurement model and the estimation of the structural model. The way to analyze SEM with Twostep approach is as follows: a. Make sum of scale items of each construct into a summed-scale indicator for each construct. If there are different scales of each indicator was standardized (Z-scores) with mean = 0, standard deviation = 1, the goal is to eliminate the effects of different scales. b. Setting the error (ε) and lamda (λ) terms, the error terms can be calculated by the formula 0.1 times (σ²) and lamda terms with the formula 0.95 times σ. The calculation of construct reliability (α) has been described in previous sections and standard deviation (σ) can be calculated with the help of SPSS application program. After the error (ε) and lamda (λ) terms are known, the scores are included as fix parameter at SEM measurement model analysis.
Path diagram with a two-step approach can be seen Hair et al. (1998) explains that the pattern of "confirmatory" indicates that the procedure was designed to evaluate the utility of testing hypotheses with the fit between theoretical models and empirical data. If the theoretical models describing the "good fit" with the data, then the model is considered as a strengthened. In contrast, a theoretical model has not been confirmed if the theory has a "poor fit" with the data. Amos can test whether the model of "good fit" or "poor fit". Thus, "good fit" model we tested is very important in the use of structural equation modeling. Tests on models are developed by various criteria Goodness of Fit, the Chisquare, probability, RMSEA, GFI, TLI, CFI, AGFI, CMIND / DF. If the initial model is not good fit to the data then the model is developed with two-step approach to SEM approach.
Evaluation Model

DATA ANALYSIS AND DISCUSSION Test Validity
Confirmatory factor analysis was conducted to examine construct validity studies that are Tangibles, Reliability, Responsiveness, Assurance, Empathy and Customer Satisfaction. If the factor loadings of each item questions that make up each construct were ≥ 0.5, then the instrumentation points (indicators) of construct validity can be said to be good.
Analysis of confirmatory factor analysis is performed by means of the statistical application program AMOS 4.01. More test results appear in Table 1 .
Based on the results of confirmatory fac- tor analysis shows that factor loadings of each item questions that make up each construct entirely ≥ 0.5, so that the grains of the instrumentation of each construct validity can be said to be good.
Reliability Test
Internal Consistency Reliability testing is used to estimate the reliability of each scale (variables or constructs), where the test using Cronbach's Alpha Coefficient. If the value of Cronbach's alpha coefficient obtained entirely meet the required rules of thumb that is ≥ 0.7, then it could be said to be testing the internal consistency reliability for each construct shown good results (Hair et al. 1998) . While the item to total correlation was used to correct measurements and eliminate items that his presence would reduce the coefficient of Cronbach's Alpha is generated. If there are indicators that have a value of item to total correlation <0.5, the indicator is eliminated and not included in the calculation of Cronbach's Alpha (Purwanto 2003) .
Calculation of Cronbach's alpha coefficient and item to total correlation value is done by SPSS program. As a result of internal consistency reliability testing can be seen in Table 2 .
Based on calculations, there was no elimination in the study of indicators for the item to total correlation ≥ 0.5 all indicators, so that all items are included in the calculation of Cronbach's Alpha. The results of testing the internal consistency reliability for each construct of the study, showed good results when Cronbach's alpha coefficients obtained satisfy all the required rules of thumb that is ≥ 0.7.
In addition to testing the internal consistency of Cronbach's Alpha, it should also be tested construct reliability and variance extracted. Both tests are still among the internal consistency test that will give researchers greater confidence that the individual indicators to measure the same measurement. The results of the testing construct reliability and variance extracted can be seen in Table 3 .
Results of reliability testing instrument with construct reliability and variance extracted showed reliable instrument, as indicated by the value of the whole construct reliability ≥ 0.7. Number 0.7 is not a measure of "dead" means that when the research conducted is exploratory, then any value below 0.7 is acceptable along with the empirical reasons that appear in the exploration process. And variance extracted at the recommended level of 0.5.
Outlier test Univariate Outliers Test
Univariate outlier test conducted by observing the value of Z-score, all cases have a Zscore ≥ ± it is means the outlier.
Multivariate Outliers Test
Outliers are observations or data that has unique characteristics that look very different from other observations and appear in the form of extreme value for a single variable or combination of variables (Hair 1998) .
Multivariate outliers test is done using the distance criteria Mahalonobis at p <0.001. Mahalonobis distance was evaluated using χ² on the degrees of freedom for the number of indicators used in the study. If the cases that have Mahalanobis distance is greater than the value of chi-square significant at the 0.001 level then there is a multivariate outliers.
Total number of indicators used in this study is 18 indicators, thus it can be obtained the value of χ² (0, 001, 18) is 42.312. The analysis of Mahalonobis generates maximum value of 40.388. Since the distance of the maximum Mahalanobis Distance is less than χ² (0, 001, 18) that is 40.312 < 42.312, then it can be concluded that there is no multivariate outliers as shown in Table 4 .
Normality Test
Distribution normality test is carried out by kurtosis value of the data used are usually presented in descriptive statistics. Statistical value for the normality test is called a Zvalue. When the Z-value greater than the critical value, it can be presumed that the data distribution is not normal. The critical value can be determined based on a significance level of 0.01 (1%) in the amount of ± 2.58.
The test results on Table 5 show that the value c.r. multivariate is between ± 2.58 meaning that the normality assumptions are met. Bentler and Chou (1987) states that the estimation techniques in SEM models using maximum likelihood estimation (MLE), so even though the normal distribution of data are still able to produce good estimate, so the data is appropriate for use in subsequent estimates.
Evaluation Model Evaluation Model One-Step Approach to SEM
In SEM models, the measurement model and structural model parameters are estimated jointly. This rather has difficulty in meeting the demands of the model fit. Most likely caused by the interaction between measurement models and structural models are estimated jointly (one-step approach to SEM). One step approach to SEM is used when it is believed that the model based on strong theory and the validity and reliability of the data very well (Hair et al. 1998) .
The results of the model estimates and fit one step approach to SEM and goodness of fit using the AMOS program 4.01 as shown in Table 6 and Figure 5 in Appendices.
Evaluation Model One-Step Approach to SEM with Modifications
From the results of an evaluation of the model one step approach has not been known that the model fits the data because the model has not been entirely the result of evaluation showed good results. That is, the conceptual model is developed and guided by the theory is not well supported by facts. Thus the model needs to be modified as shown in Table 7 and 8.
From the results of an evaluation of the model one step approach of modification turns all the goodness of fit criteria are used, all showing good results of the evaluation model, it means that the model was fit to the data. That is, the conceptual model is developed and based on the theory has been fully supported by the facts. Thus this model is the best model to explain the relationship between variables in the model.
Based on test results, it can be con- by comparing the value of probability (p) it is said significant if the p-value ≤ 0.10. With these criteria it can be seen from Table 11 that all pathways is significant, that service quality has a positive effect on Customer Satisfaction, are acceptable [significant (positive)]. This is indicated by the causal probability value of 0.000 is smaller than 0.10.
Discussions
The dimensions of service quality are formed by the Tangibles, Reliability, Responsiveness, Assurance, and Empathy From the result, it was found that of the five dimensions that are used all have a significant influence and is able to establish service quality. So the hypothesis that service quality is formed by the Tangibles, Reliability, Responsiveness, Assurance, and Empathy are proven true. These findings are consistent with the theory of Parasuraman, Zeithaml, and Berry was quoted by Tjiptono (2000: 99) . They stated that there are five dimensions of service quality that is Tangibles, Reliability, Responsiveness, Assurance, and Empathy. All of the five variables that make up service quality are able to form a quality service that is Tangibles, Reliability, Responsiveness, Assurance, and Empathy. This suggests that most customers of PT. TIKI Indonesia Branch of Kedung Sari believes that it is able to provide physical facilities, equipment and means of communication with employees well. Additionally customers of PT. TIKI Indonesia Branch of Kedung Sari are also considered that the company is able to provide the promised services promptly and satisfactorily. PT. TIKI Indonesia Branch of Kedung Sari also has a desire that the staff can help customers and provide a responsive service. The guarantee provided by PT. TIKI Indonesia Branch of Kedung Sari perceived by customers, demonstrated by ability, courtesy and trustworthiness that of the staff, free from danger, risk or doubt. PT. TIKI is also able to provide ease in the relationship, good communication, and understanding customer needs. 
Service quality for Customer Satisfaction
From the test results, it was found that service quality has a positive effect on customer satisfaction can be accepted, because it has a probability value of ≤ 0.10 [significant (positive)]. In the form of customer satisfaction, the role of service quality is also very important, because service quality will greatly affect the customer's perception of service qualities provided by PT. TIKI, and can directly affect customer satisfaction. These results are consistent with Gerson (2004: 11) , if a company providing quality and good service then customer satisfaction will follow. In addition, this research is also in accordance with the empirical study of Maya Ida and Erna Kesumawatie Sukowaty (2005) that service quality affects customer satisfaction on PT. Pos Indonesia of South Surabaya accepted or proven.
CONCLUSION, IMPLICATION, SUG-GESTION, AND LIMITATIONS
Based on the results of data processing and discussion, conclusions can be obtained as follows:
The hypothesis stated that service quality is formed by the dimensions of Tangibles, Reliability, Responsiveness, Assurance, and Empathy are the forming of the service quality dimensions is acceptable. The hypothesis stated that there are the influences of service quality to customer satisfaction can be accepted and significant.
Based on the conclusion above, the suggestion given to be taken into consideration are as follows: The management of PT. TIKI Branch of Kedung Sari Surabaya should maintain or even increase the Tangibles, Reliability, Responsiveness, Assurance, and Empathy, because based on the results of this study it is able to form the five dimensions of service quality.
This study is one of the structural studies on service quality from the viewpoint of consumer behavior. Thus, the study is expected to encourage other studies, both in similar studies with different data or larger sample, and use these results as guidelines for other studies. 
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